In this research for the first time the moderating role of user knowledge in designing a web interface and electronic trust (e-truet) was studied. To this end, about 700 electronic questionnaire was sent to the target population of the study which consisted of faithful users of forum Arirangfa. 240 questionnaires were completed. Accepted questionnaires were analyzed through structural equations and partial least squares method and Smart-PLS 2.0 software. The results of the analysis of data indicated that: 1) the model was a robust theoretical model for predicting electronics' trust through design of web interface. 2) According to user view, graphic design of website are not related to e-Trust. 3) Among dimensions of web design, structure design has the greatest impact on users' trust on the website. 4) The level of user knowledge can not moderate the relartion between design dimentions of website and e-trust.
Introduction
Trust is one of the important structures in the analysis of transactional relations. Trust means the existence of confidence between two parties which encourages both to continue the long term activity. In marketing literature, in commitment-trust relations, trust means confidence in the relationships that causes reliance and increases interactions between the parties (Ranaweera, 2003) . In fact, trust exists at individual levels, also trust exists at the organizational levels. Furthermore, when trust enters the field of technology acceptance, it can be involved in the tendency to use the product or all transactions and cash (Wang et al., 2003) . In the process of trust, a part of work is related to the level of professional service, in such situations, customer only trusts when the service provider satisfies the user's expectations (Gronroos, 2001) . In addition, the more the service provider uses technology, sense of trust is formed in the users because of the use of high technology and they will act with confidence in the process of transferring money and sensitive information (Gronroos, 2001 ).
There was considerable confusion in defining and interpreting the meaning of service quality for web sites. The main reason was because there are various types of web sites (Yang et al., 2005: 576) . The promotion and optimum use of security, privacy and trustworthiness are important elements for supporting the growth of business-to-consumer e-commerce (Belanger et al., 2002: 247) . The important point in this situation is that in order to help customers, how business owners should decide whether or not a business website is reliable and how to convince customers to continue their online transactions? In this area, there is not a good answer to this question. Therefore, it is considered as a major gap that must be filled. Thus, with respect to the importance of web interface design on trust and intention of customers to use the products and electronic businesses services, we attempt to assess the relationship between dimentins of interface design websites and e-trust and also the moderating role of knowledge level of users. This paper reviews the propesed model and the moderating role of knowledge level of users and also prioritize the most important dimensions of website interface from the perspective of users, and finally propose directions for future research.
Theorical background

Electronic trust
Experts have given different definitions about "trust": in relationship marketing, "trust" has been identified as a vital factor in successful relation with provider, relation with distribution channel, lateral relationship and relation with end customer (Weitz, 1995) . In spite of lacking an inclusive and exclusive definition about the meaning of "trust", virtual trust has been defined as a state of mind, in which someone because of electronic buying and selling is in a vulnerable manner. In this situation, first, the customer deserves seller to sell electronically. Second, the customer can predict seller's behavior and third, customer believes that seller is goodwill in his relation with customer (Corbitt et al., 2003) . Wang et al. (2005) enumerate four features for "trust". Trust's four features which have been noticed in different researches are true for e-trust. Online trust shares similar characteristics to those of offline trust, but there are some important distinctions that are unique in an online environment. These distinctions can serve as starting points for seeking a deeper understanding of the nature of trust in an online context. The characteristics of online trust can be described as follows (Wang et al., 2005 ):
Trustor and trustee:
The development of trust is based on the ability of the trustee to act in the best interest of the trustor and the degree of trust that the trustor places on the trustee. 2. Vulnerability: Trust is only needed, and actuall flourishes, in an environment that is uncertain and risky. Trustors must be willing to make themselves vulnerable for trust to be operational by taking the risk.
Produced actions:
Consumer trust in online merchants generates two specific forms of action from the consumer: ( 1) making a purchase online from the merchant , (2) ''window-shopping'' at the merchant ҆ s web site.
Subjective matter:
Trust is a subjective matter. It is directly related to and affected by individual differences and situational factors (Wang& Emurian, 2005: 112) .
The level of trust considered sufficient to make transactions online is different for each individual. People also hold different attitudes toward technology (Grabner, 2002) . Trust has been investigated from different aspects; Belenger (2002) and Kim et al. (2008) have studied trust to electronic seller and defined customers' understanding of trust to the level of electronic marketers' integration, ability and benevolence. Lu et al. (2010) have studied trust from three aspects of trust to members, trust to web and trust to the seller. He believes that trusting the members may be a significant factor in flourishing VCs (virtual community), where individuals are not in a face to face contact. In this study, users' trust to web and the seller has been taken into consideration with three dimensions of honesty, ability and benevolence. 
Resource
Trust definition (dos Santos, 2011 ) "The willingness of the consumer to be vulnerable to actions of the electronic retailer during an Internet transaction based on the expectation that the retailer will behave in a suitable manner, independently of the ability of the consumer to monitor or control that electronic retailer". (Hoehle et al., 2011) "The belief that the vendor will act cooperatively to fulfil the customer's expectations without exploiting their vulnerabilities". (kim et al., 2011) The truster's perception that trustee has attributes that are beneficial to the truster. (Kim et al., 2010) ''The willingness of a party to be vulnerable to the actions of another party based on the expectation that the other party will perform a particular action important to the truster." ( Gefen, 2004) Trust as a specific belief about the trustee's integrity, competence, and benevolence. (Ba and Pavlou ,2002) Trust is "the subjective assessment of one party that another party will perform a particular transaction according to his or her confidant expectation, in an environment characterised by uncertainty". (McKnight et al., 1998) Trust as a willingness to be vulnerable to the actions of another party or willingness to rely on another. 
Website user interface
"User interface of web" is a sign of electronic seller's skill, identity and professionalism (Riegelsberger & Sasse, 2001; Wang & Emurian, 2005) . This notion can be seen in traditional business. Publicizing the method of your business is a sign of professionalism and competence of the business (Wang & Emurian, 2005) .
In previous studies, the web interface have considered from different aspects (table 3), in this study the dimensions of web interface according to Wang & Emurian (2005) invitigation have been studied. These dimention includes graphic design, structure design, content design and social-cue design (table 4). Refers to the informational components that can be included on the web site, either textual or graphical
• Display of brand-promoting information (e.g., prominent company logo or slogan, main selling point) • Up-front disclosure of all aspects of the customer relationship (e.g., company competence, security, privacy, financial, or legal concerns) • Display of seals of approval or third-party certificate • Use of comprehensive, correct, and current product information • Use of a relevant domain name (Belanger et al., 2002 
User knowledge level
In various studies that have been conducted in this area, individual variables (variables that are related to the customer and cutomer's e-trust) are considered. Each Pundits have noted some of these factors. For example, Kim et al. (2004) have pointed to consumer behavior dimention, demographic characteristics, experience, and behaviors that affect consumer confidence. Corbitt et al. (2003) are paid attention to parameters such as quality of website, the risks perceived by the customer and user experience of the web as key factors related to trust in e-commerce. Tan and Sutherland (2004) also have said in psychological science, the trust noted as a character based on personality traits, that has deep roots in the beliefs of person and generally are shaped with regard to the individual's personal experiences; they named this trust dimention as trust personality and paid attention to consumer role and interactions in his/her mind about the trust that happened in relation to trust or lack of trust to an electronic-seller. In this research for the first time the characteristics of user knowledge level has noted according to importance and frequencies of occurrence in previous researches.
Conceptual framework
In this paper, performed researches between 1960 and 2003 are considered which are related to the topic of our research. The summary of performed researches is given in table 5 including the main and the most up-to-date articles related to the research. (Dwairi, 2013) E-commerce web sites trust factors Security, privacy, design, content, intention to trust an e-commerce web site.
The factor of trusting web's Ecommerce in the eyes of electronic customer (Halaweh, 2012) Modeling user perceptions of ecommerce security using partial least square.
User characteristics, perception of intangible security features, perception of tangible security features, psychological aspect of security, cooperative responsibility, perception of e-commerce security.
Selection of moderator variable and website interface indexes ( Hoehle et al., 2012) The role of continuous trust in information systems continuance Perceived usefulness, expectation confirmation, satisfaction, continuance intention.
Using partial least squares and pls software in modeling despite high volume sample (kim et al., 2011) Antecedents of application service continuance: a synthesis of satisfaction and trust System quality, information quality, service quality, satisfaction, trust, continuance intention.
In studying trust's history (Hong & Cho, 2011) (Casalo, 2011) The generation of trust in the online service and product distribution Trust, satisfaction, reputation, usability, privacy/security, commitment.
Evaluation of e-trust with three dimensions of ability, honesty, benevolence (Harris et al., 2010) Online servicescapes, trust, and purchase intentions Aesthetic appeal, layout & functionality, financial security, trust in the website, purchase intentions. This study shows that users' interpretation of online environment and web's appearance may strong influence on customer's trust and intent (Shin, 2010) The effects of trust, security and privacy in social networking Security, privacy, trust, attitude, intention.
Investigating trust background and website interface indexes Investigating website interface characteristics (Lu et al., 2010) From virtual community members to C2C e-commerce buyers.
Knowledge-based: Familiarity, Characteristicbased: Perceived similarity, Institution-based: Structural assurances, Personalitybased: Trust propensity, Trust in members (Integrity/ benevolence, Ability), Trust in website/vendor (Ability, Integrity, Benevolence), Intention to get information, Triple dimensions of trusting the seller/ web from ability, honesty and benevolence Purchase intention. (Kim et al., 2008) A trust-based consumer decisionmaking model in electronic Commerce Perceived risk, consumer trust, perceived benefit, intention of purchase, purchase.
Considering trust, fame, privacy concerns, security concerns, the quality of website's information and the reputation of this firm, may strongly effect the trust of internet users in web (Wang et al., 2009) The Impact of Knowledge and Trust on E-Consumers' Online Shopping Activities.
Knowledge, trust in online shopping, perceived integrity, trust propensity, online shopping activities.
Invistigating user knowledge effect on trust to website (Buchanan et al., 2007) Development of measures of online privacy concern and protection use on the internet.
Exercising general caution, Technical protection, and privacy concern.
Investigating trust background (Wang & Emurian, 2005) An overview of online trust: concepts, elements, and implications Graphic design, structure design, content design, and social-cue design.
Evaluation of web interface through four dimensions of graphic designing, structure designing, content designing, the plan of social-cue (Yang et al., 2005) Development and validation of an instrument to measure user perceived service quality of information presenting web portals.
Technology adoption model, Information quality (usefulness of content, adequancy of information), system quality (usability, accessibility, privacy/security, interaction), overall service quality, overall satisfaction. The tool's reputation for measuring the quality of user's perception services about the portal (Yousafzai et al., 2003) A proposed model of e-trust for electronic banking Perceived security, perceived privacy, perceived benevolenc, perceived integrity, perceived competenc, trust, perceived risk, intentions to use ebanking service.
Investigating e-trust dimentions and backgrounds (Belanger et al., 2002) Trustworthiness in electronic commerce: the role of privacy, security, and site attributes.
Web features( Pleasure, privacy, security), Trustworthiness, Willingness to give private information, Purchase intention Investigating website interface dimentions and trust background Concerning the review of conducted studies, and based on four theories mentioned in table 2, followed dimensions ( Figure 1 ) were derived and also the moderating role of user knowledge in designing trsuted web interface in entrepreneurial electronic businesses (Figure 2 ) were studied. 
Research methodology
Research methodology from aspect of objective is practical and from aspect of data gathering is correlation. Gathering information about theoretical basics and research literature were derived from library sources, papers from 1960 to 2013 and related books. This study has been conducted using questionnaire with the method of random sampling among members of research community:
• Those customers of ArirangFa website who have purchased at least one time from October 2013 to March 2014 (6 months), and their number was 600.
According to Cochran formula, the minimum sample size was estimated 234.44. The electronic questionnaire was sent to all members of the community. Of this total, 240 questionnaires were completed by loyal users and purchasers of the study population, which was the basis for the analysis.
Research Assumptions
Acording to research dimensions, research hypotheses were as follows: H1: Website interface graphic design has a significant impact on e-trust. H2: Website interface structure design has a significant impact on e-trust. H3: Website interface content design has a significant impact on e-trust. H4: Website interface social-cue design has a significant impact on e-trust. H5: Knowledge variable has moderator role for website interface graphic design and e-trust. H6: Knowledge variable has moderator role for website interface structure design and e-trust. H7: Knowledge variable has moderator role for website interface content design and e-trust. H8: Knowledge variable has moderator role for website interface social-cue design and e-trust.
The method of Data gathering, Reliability and Validity
In this study, first, papers and models related to the topic of the research were identified and gathered and for data gathering a questionnaire was used. This questionnaire includes three parts of designing web user interface, e-trust and user profile and totally includes 32 questions with Likert's seven-rating spectrum from 1(completely important) to 7 (Completely unimportant) as well as six demographic questions. Its reliability was measured using Cronbach's Alpha method and SPSS software; the reliability of questionnaire (Cronbach's Alpha) for 32 concerning questions was 0.909 which showed high reliability of the tool. To identify validity of questionnaire, polling the experts was also used; meaning that at first, according to sources and theoretical basics of the research, indexes of the questionnaire was derived and then during three sessions with the presence of e-commerce experts (10 managers of ArirangFa website who had more than 5 years experience of management and two professors of Tehran university who had related background, experience and research) validity of the research questionnaire was confirmed. Analyzing data was started using pattern test or theoretical model of the research and then hypothesis of the research was studied through breaking the mentioned pattern. After studying research hypothesis, its final pattern was tested with the presence of all the variables which showed a convergence.
Data analysis
Analyzing data was through the methods of analyzing structural equation with the help of partial least squares method and Smart PLS software that performed for testing the hypothesis and correctness of the model. Structural equation modeling is a general method of testing the hypothesis about the relationship of observed and absent variables (Homan, 2005, p.11) . PLS modeling performs at two stages. At the first stage, the model of measurement is studied through reliability and validity analysis as well as the analysis of the confirmed agent. Second stage structural model is studied through the evaluation of the path between variables and identifying fitting indexes of the model (Davari &Rezazadeh, 2013, p.164) .
Demographic analysis of samples
Based on descriptive analysis, Most of respondents were female (90.79%). 46.86% of respondents were between the ages of 20-25 years. 46.86% of respondents were partly professional users. 27.20% of respondents had background more than 5 years of permanent activity in web. Most of the respondents had BS degree (57.74%).
Stage one of modeling: evaluation of mesurment model
In research model, five measurement models were related to web interface and e-trust. So, for analyzing the general model of study we needed to study fitting five measurement models. According to the algorithm of analyzing models in PLS, to study the fitting measurement models, three criteria including reliability, convergent and divergent validity were used.
The reliability of research variables was studied through indexes of Cronbach's alpha with the high standard rate of 0.7, synthetic validity with high standard rate of 0.7 and developed average variance on citing comments of Magner et al. (1996) with high standard rate of 0.4 (Davari & Rezazadeh, 2013) through smart-PLS 2.0 software (table 6). It is notable that in case of structures of more than second order we used manual method to calculate the values. In table 7 we studied the manual calculation of these criteria for three variables of second order in research. As shown in tables 6 and 7, reliability for all of variables was between 0.77 to 0.96 and the average variance was between 0.4 to 0.66 which shown high convergence validity.
It can also be seen that the values of factorial loadings in all questions are between 0.53 and 0.84, which shows high correlation and totally, the results indicate that the model has necessary reliability. Table 7 also shows the reliability of second level model of research that investigate the role of moderator variable. These results show although the final second model has necessary reliability (α>0.7 and CR>0.6) but the values of AVE related to synthetic variables in lese than 0.4 that dose not confirm the appropriate divergent validity of second level model of research and shows that the second level model dose not have necessary Fitting (Regression). Fornell and Larcker method (1981) , the square value of hidden variables' AVE in present study, existing in main diagonal of matrix, is more than the values of their correlation, which exist at the underside and left spaces of the main diagonal. In other words, divergence validity of the model is appropriate.
Stage two of modeling: evaluation of structural model
Following the study of fitting of measurement models, we will fit the structural model of research. In this section, only hidden variables along with relationships between them will be studied. To investigate fitting of structural model of the research we have used multiple criteria, first and main of them are significant coefficient z or t-values, which for all the questions and relationships among variables in confidence level of 0.95 to be significant, all of significant coefficient of z should be higher than 1.96. According to picture 3, all of the Z Significant coefficients, except for graphic design (0.66), all values are greater than 1.96 that rejects the significant relation between graphic design and e-trust and shows the significant between other questions and relations between variables in confidence level of 0.95.
The second criterion to investigate fitting of structural model in a research is R2 coefficients that related to model's hidden endogenous (dependent) variables. Three values of 0.19, 0.33 and 0.67 are considered respectively as criteria for weak, normal and strong value of R2. The model performed with PLS Algorithm command (figure 4) shows that the value of R2 related to model's endogenous variable (etrust) is amenable to 0.53 or is more than the value which shows structural model's partly strong fitting.
The criterion f2 identifies the intensity of relationship between model's variables and the values 0.02, 0.15 and 0.35 respectively show the effect of small, medium and large size of one variable to another. Table 9 (results) shows the good impact of structure design, content design and social cues design on e-trust. The other criterion, Q2 which was introduced by Stone and Gazer (1975) Because the value of the model's endogenous variable (e-trust) is 0.19, this shows strong prediction power about this structure and again confirms appropriate fitting of structural model. General model includes measurement and structural model and studing the fitting in a model will be completed by approval of its fitting. For studying general model's fitting, we only use a criterion named GOF which will be derived through the square of multiply of shared values ' avarge and R2 values' average. Wetzels et al. (2009, p.187) introduced three values 0.01, 0.25 and 0.36 respectively as weak, medium and strong values of GOF. According to result value for GOF (0.52), the appropriate fitting of general model was confirmed.
Hypothesis testing
In this section, first of all with the use of Smart-PLS software the research model is tested without modrator variable (First level model research) and then we asked the question if user knowledge level is a moderator variable for each hypotesis or not? And finally with the use of results in structrul PLS model we invitigated the intensity and impact of modrator variable on hypotesis (Second level model research). Figure 3 shows the relationships between the variables that were examined by the T values. Therefore, the value of T for the first hypothesis indicate that the value is less than the absolute value 1.96, so it should be rejected. That's why graphic design variables aside. Also, Figure 4 shows the path coefficients and factor loadings, which all factor loadings are greater than the medium value (0.5). 
First level model of research testing
Second level model of research testing
In this section we investigated the intensity and moderator variable (user knowledge level) for three variables structure design, content design and social cues design on e-trust with the use of Smart-PLS software. The T calculated values in figures 5,6, and 7 reject the relationship between user knowledge level and trust to the website and show the intensity of user knowledge level on structure design and etrust(0.81), content design and e-trust(1.02) and social cues design and e-trust(0.36), they are not significant because the values are less than absolute value 1.96, so we can conclude the user knowledge level doesn't moderate the relashonship between website interface design and e-trust so the hupotesis 5,6,7 and 8 will be rejected. According to table 10, the first hypothesis (the effect of graphic design on e-trust) was not confirmed (because T-statistic was less than 1.96). Second, third and forth hypothesis (the effect of structure design, content design snd social cue design on e-trust) were confirmed (because T-statistic was grater than 1.96). The significanse of hypotheses 5, 6, 7 and 8 according to table 10 were not confirmed (because in confidence level 0.95 the T-statistic was less than 1.96). So according to the research results we can say user knowledge level can not moderate the relationship between website interface design dimensions and e-trust. 
Discussion & conclution
In various researches in trust domain, individual variables (the variables that are related to customer and have effect on customer trust) are considered. Each of the researchers was noted some of these varaibles but user knowledge level was one of the important variable.
The object of this research was investigation of user knowledge level variable (moderator variable) in designing trusted website interface. Unlike previous research in this paper, the website interface design dimensions were used. This research included 8 hypotheses. Four hypothesis included the relationship between website interface design dimensions and four of them included the moderating effect of user knowledge level on relationship between website interface design dimensions and e-trust. The first hypothesis was not confirmed because there was not significant relationship between graphic design variable and e-trust.
The results indicated (Table 10) that user knowledge level variable had not the mediating role for hypotheses one to four, and according to this resone the hypotheses from five to eight also was not confirmed. These finding was not compatible to Kim et al. (2004) , Corbitt et al. (2003) and Tan & Sutherland (2004) results about the positive role of knowledge and experience on e-trust. The result of data processing indicated that the research model was a strong theorical model for e-trust prediction through website interface design. According to results of table 9 three website interface design dimensions had significant relationship to e-trust respectively: structure design (0.19), content design
E-Trust
Web interface design dimensions Structure design
Content design
Social-cue design (0.13) and social cus design (0.06) these variables has the most effect on e-trust. So business owners for helping the customer in order to decide about the trustable or not trustable of own website interface and persuading customers to continue the business and doing online transactions should attend to website structure designs like help existence, learning and guidelines, easy search existence and trying to correct wrong links or wrong image links.
Attention to website content design has the second place in building trust in users. Respectively according to user perspective, content design has the dimensions like security statements existence, privacy statement, security seals from reputable centers and availability of slogans on display that have the most importance on e-trust. Also attention to social cue design has the third palce in user trust to website that includes support with instance messaging in website (like chatroom and phone).
Recommandation for future research
For future research the investigation of moderating role of other demographic variables (age, gender, culture, etc.) in design of a trusted web interfacre is recommended. According to this survey results and well-recognized importance role of security and privacy of user trust, the investigation of moderating role of these two variables is suggested. Also generalize the results of this research in grater population like country and comparison between several countries are suggested.
